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Money Minded: A Practical Guide to Using
Quantitative Legal Calculation Products to Increase
Profitability1
“[W]e are now seeing the emergence of a strong buyer’s market in
which clients are looking at the overall value of the legal services they
receive. The emphasis going forward will clearly be on finding ways in
which legal services can be delivered more efficiently and cost
effectively.”2
~Jim Jones, former Managing Partner, Arnold & Porter, LLP
“The most successful firms will be the ones that understand that their
clients are already using benchmarking data to evaluate law firms, and
that they need to get ahead of the curve and successfully leverage external
competitive data to provide their clients the efficiency and cost
competitiveness that they are demanding.”3
~ Christian R. Lueth, Director of Finance and Accounting,
Dykema Gossett, PLLC

INTRODUCTION
“How much is this going to cost?” This question is transforming the
legal market and forcing law firms to abandon the common practice of
billing for services rendered. In the changing marketplace, law firms

1. I would like to thank my family and best friend Nick for their steadfast support, and
Professor Kevin Lee and Editor-in-Chief Emily Mather whose encouragement led me to
develop a passion for legal technology. Many thanks for the hard work of the entire
Campbell Law Review.
2. James R. Bailey, The Law Firm Crisis: Changing Business Models 2 (unpublished
Manuscript),
http://business.gwu.edu/files/james-bailey-law-firm-crisis-3-11.pdf
(last
visited Apr. 5, 2014).
3. Joe Dysart, How lawyers are mining the information mother lode for pricing,
practice tips and predictions, ABA J. (May 1, 2013, 5:20 AM), http://www.abajournal.
com/magazine/article/the_dawn_of_big_data/.
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cannot increase profitability without lowering costs.4 Understanding the
economics of legal practice is necessary for law firms to succeed in today’s
global legal market.5 Law firms can achieve this by taking advantage of
the wide variety of technological products currently available.
Other industries have adopted technological solutions to become more
efficient and more cost effective, but the legal market continues to lag
behind.6 If a law firm could “rigorously analyze risk and cost,” “respond to
[alternative fee arrangements] and value-based pricing requests with
confidence knowing the reality of pricing in the market,” and secure new
business through “competitive offerings with budget certainty,” why would
it not? 7 Quantitative legal calculation (QLC) products allow law firms to
automate the cost process.8 QLC products place at the fingertips of every
law firm the ability to quantify its data against the data of an entire market,
gaining a price advantage and allowing it to operate more efficiently.9
By harnessing the power of QLC products, law firms can identify
market benchmarks on “matter-based fees, durations, staffing allocations,
and hourly rates,” which would allow them to “price, plan, and budget legal
services.”10 Variable inputs could also be assessed to establish effective
pricing strategies.11 The intelligence that QLC products provide generates
a “win-win fee structure[],” bringing “strong value to . . . clients and a
reasonable return for the Firm.”12 The legal market is slowly following

4. JOHN S. SMOCK ET AL., WE’VE GOTTA RUN THIS PLACE LIKE A BUSINESS: A PRIMER
ON WHAT MANY LAW FIRM MANAGERS SAY THEY MUST DO, BUT VERY OFTEN DO NOT 6
(Oct. 2013), http://www.managingpartnerforum.org/tasks/sites/mpf/assets/image/MPF%
20WHITE%20PAPER%20-%20Run%20This%20Place%20Like%20A%20Business%20%20SMOCK%20-%2010-24-131.pdf.
5. Ed Wesemann, Competing in the Global Legal Market, ED WESEMANN
CONSULTANT
&
ADVISOR
(Aug.
22,
2013),
http://edwesemann.com/articles/strategy/2013/08/22/
competing-in-the-global-legal-market/.
6. Daniel Martin Katz, Quantitative Legal Prediction—Or—How I Learned to Stop
Worrying and Start Preparing For the Data-Driven Future of the Legal Services Industry,
62 EMORY L.J. 909, 911–12 (2013) (“When it comes to the application of the leading ideas
in computation, informatics, and other allied disciplines, the market for legal services lags
behind many other industries.”).
7. See, e.g., Gain a Pricing Advantage, TYMETRIX 1 (2013), http://tymetrix.com/
files/news/242/TyMetrix_MatterAnalyzer_Law_Firms.pdf.
8. Id. at 1–2.
9. See id. at 1.
10. TyMetrix LegalVIEW MatterAnalyzer, TYMETRIX, http://tymetrix.com/products/
legal-analytics/cp/10/tymetrix-legalview/ (last visited Apr. 5, 2014).
11. See id.
12. Gain a Pricing Advantage, supra note 7, at 2.
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other industries that have implemented data driven business models.13
Clients are armed with business intelligence, and they are using it to
leverage “legal spend”14 because, “[w]hen you know, you have the
advantage.”15 QLC products allow law firms to seize this advantage.16
Access to real market data gives law firms the visibility to manage the
business of law in a more profitable way, guaranteeing actionable insight.17
In order to understand the competitive advantage, this Comment will
profile the top QLC products on the market and explain how law firms
benefit when they use big data products. Part I will look at how
procurement is transforming the model for legal services. Part II will
explore why it is advantageous for law firms to translate big data into
business intelligence.
After detailing the solutions that business
intelligence provides to the new legal market, Part III will review three elite
products that cater to the needs of law firms: Thomson Reuters’ Peer
Monitor, ALM’s Legal Intelligence and RivalEdge, and TyMetrix’s
MatterAnalyzer. This Comment will demonstrate that the model shift from
billing hours to procurement has generated the need for law firms to make
intelligent business decisions assisted by QLC products.
I.

MODEL SHIFT

A new model for procuring legal services is developing. Corporations
have already embraced the new model, however, the majority of law firms
have resisted the change.18
Traditionally, corporate procurement

13. See Katz, supra note 6. It is important to note that “few have written about the legal
implications of Big Data, and of those, most have focused on privacy issues.” John
Pavolotsky, Demystifying Big Data, BUS. L. TODAY 1 (Nov. 2012),
http://www.americanbar.org/content/dam/aba/publications/blt/2012/11/demystifying-bigdata-201211.authcheckdam.pdf.
14. Legal spend, used in a business sense, refers to the objective budget that a company
has for legal services within a prescribed time frame or on a specific legal matter. To
understand the factors weighed in managing a company’s legal spend, see Susan M. Diehl,
How to Run Your In-House Legal Department Like a Profit Center, MICH. B.J., Jan. 2007, at
36,
37,
available
at
http://www.michbar.org/journal/pdf/
pdf4article1106.pdf. See also Don Philbin, How ‘Tomorrow’s Lawyers’ Are Using
Technology Now to Improve Outcomes, 31 ALTERNATIVES TO HIGH COST LITIG. 81, 81, 91
(2013), available at http://donphilbin.com/publications/2013-07-tomorrows-lawyers.pdf
(discussing corporate pressure on the legal industry to lower costs).
15. See Gain a Pricing Advantage, supra note 7.
16. See id.
17. TyMetrix LegalVIEW MatterAnalyzer, supra note 10.
18. See TYMETRIX, TRANSITIONING TO A VALUE-BASED RELATIONSHIP: HOW
PROCUREMENT TEAMS IMPACT THE SELECTION OF LEGAL SERVICE PROVIDERS 1 (2013),
http://tymetrix.com/files/news/300/TyMetrix_LegalVIEW_Forum_Chicago.pdf [hereinafter
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concentrated on the acquisition of goods or maintenance services.19 While
procurement has expanded to include professional services, the legal
industry maintains its independence.20 However, “the myth that legal is
different is just that, a myth.”21 Law firms are no longer the untouchable
component of corporate fiscal accountability.22 Just as with other procured
services, corporations are striving to obtain the highest value legal services
for the most cost efficient price.23
Procuring legal services is a growing trend in the corporate world.24
In the midst of the economic crisis, companies looked for ways to cut costs
and turned to procurement for other professional services like accounting,
engineering, information technology, and consulting.25 While “the legal
department was considered sacred, the last holdout allowed to source
without the involvement of [p]rocurement,” companies are now seeking
new ways to cut costs in legal departments.26 Companies cut costs by
reducing the number of suppliers, negotiating discounts, demanding
alternative fee arrangements, outsourcing, improving project management
and more.27 Big data28 provides companies with internal as well as external
LEGALVIEW FORUM WHITE PAPER]. For further discussion on the changing law firm
pricing model and what has driven that change, see Peggy Kubicz Hall, I’ve Looked at Fees
from Both Sides Now: A Perspective on Market-Valued Pricing for Legal Services, 39 WM.
MITCHELL L. REV. 154 (2012).
19. Silvia Hodges, Legal Procurement: Sourcing is a Team Sport, BLOOMBERG LAW
(2012),
http://about.bloomberglaw.com/practitioner-contributions/legalprocurementsourcing-is-a-team-sport [hereinafter Legal Procurement].
20. Id.
21. Cyndi Joiner, Be Smart When Sourcing Legal, SPEND MATTERS (Feb. 21, 2012,
12:02 PM), http://spendmatters.com/2012/2/21/Be-Smart-When-Sourcing-Legal.
22. LEGALVIEW FORUM WHITE PAPER, supra note 16.
23. TYMETRIX, MASTERING MATTERS THROUGH BUSINESS INTELLIGENCE 3 (2013),
http://tymetrix.com/files/news/45/TyMetrix_Business_Intelligence_WP.pdf
[hereinafter
BUSINESS INTELLIGENCE WHITE PAPER].
24. See Jonathan Ames, Learning to love procurement, LAW. (Oct. 7, 2013),
http://www.thelawyer.com/in-house/learning-to-love-procurement/3010479.article.
25. See Legal Procurement, supra note 19.
26. Id.
27. Id.
28. This Comment assumes that the reader has a basic understanding of big data.
Scholars note:
There is no standard definition [of big data]. Our greatly oversimplified definition
is big data is so vast an amount of data that it cannot be analyzed by traditional
tools. Predictive analytics, which uses statistics, modeling, machine learning, data
mining, and more, is applied to big data in order to predict future events, suggest
how to manipulate them, identify trends, and much more.
Sharon D. Nelson & John W. Simek, Big Data: Big Pain or Big Gain for Lawyers?, LAW
PRAC. MAG., July/Aug. 2013, at 24, 24, available at http://www.americanbar.org/
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transparency regarding the general performance of other law firms.29 In
this new environment, clients prefer a structured approach to their legal
costs.30 With many legal departments focusing on project management,
law firms are seeing increased rejection of the billable hour standard.31 The
negatives for clients of the “[c]hurn that bill, baby!” model are obvious.32
Legal procurement achieves the overarching goal of securing high-quality
services at a cost-effective rate.33 The legal market is no longer in a
position to resist business through procurement.34
While both clients and law firms identify legal expertise as the most
significant factor in cost evaluation, clients consider a broader range of
variables in making determinations about their legal spend.35 Clients no
longer have the flexibility to select a law firm based on relationship alone.36
In order to make the most cost-effective decision, corporate clients
compare law firms in terms of how they will add value to the clients’
businesses.37
A Financial Times survey demonstrates the disparity between how
law firms think clients select a firm and the reality of the selection
process.38 In addition to law firms’ strong brands and reputations, clients
look to factors such as value for money, responsiveness, transparency and

publications/law_practice_magazine/2013/july-august/hot-buttons.html.
For a brief
overview of big data and why it is referred to as the Lord Voldemort of the legal
marketplace, see Jobst Elster, Big Data For Law Firms Hype, Reality, Myth or Legend,
LEGAL MGMT., Oct./Nov. 2013, at 35, 35–39.
29. FINANCIAL TIMES, A NEW DAWN: LESSONS FOR LAW FIRM MANAGEMENT IN THE
POST-CRISIS WORLD 2–3 (2011), http://catapultgrowth.com/wp-content/uploads/2011/08/FTReport-Lessons-for-Law-Firm-Management.pdf.
30. Id. at 3.
31. Id.
32. Martha Neil, ‘Churn that bill, baby!’ email surfaces in fee dispute with DLA Piper,
ABA J. (Mar. 25, 2013, 3:54 PM), http://www.abajournal.com/news/article/
sued_by_dla_piper_for_675k_ex-client_discovers_lighthearted_churn_that_bill. See also
Peter Lattman, Suit Offers a Peek at the Practice of Inflating a Legal Bill, N.Y. TIMES (Mar.
25, 2013, 8:52 PM), http://dealbook.nytimes.com/2013/03/25/suit-offers-a-peek-at-thepractice-of-padding-a-legal-bill/?_php=true&_type=blogs&_r=0 (describing churning as
“the creation of unnecessary work to drive up a client’s bill”).
33. FINANCIAL TIMES, supra note 29, at 5.
34. Legal Procurement, supra note 19.
35. FINANCIAL TIMES, supra note 29, at 15 (“[Clients] are more likely than law firms to
think that competitive pricing, transparency in fee structure and cutting-edge thinking are
important attributes[.]”).
36. Id. at 12.
37. See id. at 3.
38. Id.
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innovation when procuring legal services.39 Thus, clients are deterred from
using outside counsel that think solely in terms of hourly billing.40 The
transforming legal market makes it imperative for law firms to not only
understand their clients’ legal needs, but also to understand their
businesses.41 Procuring legal services benefits clients that are looking to
control the cost of professional services, and law firms need to adapt to this
new, sophisticated approach.42
II. BIG DATA BUSINESS INTELLIGENCE
In the past, legal procurement would have failed. However, data
analytics equip clients with the business intelligence to drive pricing.43
Primarily used by companies in making strategic decisions, business
intelligence is an approach that uses software to compile and analyze an
organization’s data.44 Companies have the ability to make informed dayto-day business decisions because self-learning algorithms process endless
amounts of information and illustrate trends.45 There are several big data
providers that offer clients the knowledge that their personal data
postulates.46 There are also companies that integrate clients’ data with
external data from a specific market.47 Generally, providers collect outside
data focused on certain industries, such as financial services, consumer
39. Id. at 14–15. See also GEORGETOWN LAW CTR. FOR THE STUDY OF THE LEGAL
PROFESSION & PEER MONITOR, 2014 REPORT ON THE STATE OF THE LEGAL MARKET 8 (2014),
https://peermonitor.thomsonreuters.com/wp-content/uploads/2014/01/2014_PM_GT_
Report.pdf [hereinafter 2014 REPORT ON THE LEGAL MARKET] (noting that other factors
include efficiency and predictability).
40. Silvia Hodges, You Better Know Their Names and Understand Their Metrics:
Corporate Procurement Influences the Law Firm Selection, STRATEGIES: J. LEGAL MKTG.,
Mar./Apr. 2012, at 3, 6, available at http://wvw.tymetrix.com/files/news/173/Strategies_
MarApr12_Final.pdf [hereinafter Corporate Procurement].
41. ALM LEGAL INTELLIGENCE, THINKING LIKE YOUR CLIENT: STRATEGIC PLANNING IN
LAW FIRMS 6 (Oct. 2012), available at http://www.lexisnexis.com/pdf/intelligence/ALMReport-Strategic-Planning-in-Law-Firms.pdf [hereinafter LEXISNEXIS WHITE PAPER].
42. Corporate Procurement, supra note 40, at 4.
43. Courtney B. Sapire & Pratik K. Patel, Moneyball for Law Departments: Analytics
as a First Step in Legal Services Procurement, STRATEGIES: J. LEGAL MKTG., Mar./Apr.
2012, at 24, 24, available at http://wvw.tymetrix.com/files/news/173/Strategies_MarApr12_
Final.pdf.
44. Ryan Mulcahy, Business Intelligence Definition and Solutions, CIO (Mar. 6, 2007),
http://www.cio.com/article/40296/Business_Intelligence_Definition_and_Solutions.
45. Sapire & Patel, supra note 43.
46. See 10 Big Data Companies You Might Not Know, INFO. MGMT.,
http://www.information-management.com/gallery/10-big-data-companies-you-might-notknow-10024180-1.html (last visited Apr. 5, 2014).
47. See Sapire & Patel, supra note 43.
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goods, communications, marketing, retail, healthcare and other similar
industries.48 With the emergence of e-billing, data on legal spending is
now at clients’ fingertips.49
QLC products display rates of actual client legal spend, increasing the
transparency of legal billing.50 By marrying the data produced by
procurement departments with the legal knowledge of in-house counsel,
companies are able to calculate annual legal spend.51 The current buyer’s
market allows clients to narrow their legal suppliers and make decisions
based on the aggregate data.52 Companies achieve cost transparency by
procuring legal services in a knowledgeable manner.53
Business
intelligence software assists clients in selecting law firms that will bring
adequate legal experience at the most cost-efficient rate.54 The availability
of big data in a struggling economy gives clients the upper hand in price
negotiations, and if law firms want to regain control over projecting their
profitability, they must equalize the playing field. 55
III. PRODUCT INSIGHTS
“The ability to learn in real time and gain insights from meaningful,
predictive data is increasingly important to delivering new levels of value
to clients.”56
~Bill Turner, Chief Knowledge Officer, Womble Carlyle Sandridge
& Rice, LLP

48. Industry Solutions, ALTERYX, http://www.alteryx.com/industry-solutions (last
visited Apr. 5, 2014) (listing the various industries served by Alteryx).
49. See Sapire & Patel, supra note 43.
50. See Ames, supra note 24.
51. Id.
52. Lynn D. Krauss, I Bought The Law: Purchasing Legal and Other Professional
Services, STRATEGIES: J. LEGAL MKTG., Mar./Apr. 2012, at 8, 9, available at
http://wvw.tymetrix.com/files/news/173/Strategies_MarApr12_Final.pdf. See also 2014
REPORT ON THE LEGAL MARKET, supra note 39. The shift began in 2008 and it “placed
clients in control of the relationships with their outside law firms in ways never before seen
in the legal market. And clients have not been reluctant to exercise their new leverage.”
2014 REPORT ON THE LEGAL MARKET, supra note 39.
53. Corporate Procurement, supra note 40, at 5.
54. Id.
55. BUSINESS INTELLIGENCE WHITE PAPER, supra note 23.
56. Dysart, supra note 3.
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A. Thomson Reuters’ Peer Monitor
Thomson Reuters’ Peer Monitor is a web-based benchmarking tool
made exclusively for law firms.57 Peer Monitor offers law firms a full
service data analytics program that aims to identify industry performance
and pinpoint areas of weakness within a firm.58 With data comparisons on
over sixty metrics, law firms have the ability to evaluate themselves against
selected peers.59 Currently, ninety-seven of the nation’s two hundred
largest law firms (Am Law 200) and firms from thirty-two domestic and
international cities participate in Peer Monitor data collection.60
Before delving into the capabilities of Peer Monitor, it is important to
understand the platform’s unique approach to collecting and using law firm
data. On a monthly basis, law firms release data from their time and billing
systems to Peer Monitor.61 The system then compiles the data received
from all of its clients—which are exclusively law firms—and presents it to
its users in an aggregate form.62 Peer Monitor ensures law firms that their
collected data concerning information such as rates, efficiency and
profitability is secure and is not individually identifiable by other clients
using Peer Monitor.63 The program achieves this guarantee through the
creation of targeted peer groups.64
To gain industry insight, users create peer groups based on a wide
variety of options.65 Selections can be made on a broad basis, such as “Am
Law 100 participants,” or on a narrow basis, such as a specific law firm
office.66 Users select only the metrics that they want to see accounted for,
such as “size, location, practice specialty or even [firm] name.”67 In order
to ensure that a law firm’s individual data cannot be identified, the platform
requires that a minimum number of firms be selected when creating a peer

57. About Us, THOMSON REUTERS, https://peermonitor.thomsonreuters.com/?page_
id=8 (last visited Apr. 5, 2014).
58. Id.
59. Peer Monitor Platform Overview, THOMSON REUTERS, https://peermonitor.
thomsonreuters.com/?page_id=32 (last visited Apr. 5, 2014).
60. THOMSON REUTERS, PEER MONITOR THE POWER TO MANAGE EFFECTIVELY 1 (2012),
https://peermonitor.thomsonreuters.com/wp-content/uploads/2013/06/Executive_
Overview.pdf. [hereinafter PEER MONITOR EXECUTIVE OVERVIEW].
61. Peer Monitor Platform Overview, supra note 59.
62. Id.
63. Id.
64. Rates Plus, THOMSON REUTERS, https://peermonitor.thomsonreuters.com/?page_
id=34 (last visited Apr. 5, 2014).
65. Peer Monitor Platform Overview, supra note 59.
66. Id.
67. Id.
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group.68 Additionally, peer groups can be further tailored through filters,
such as “time, matter type, practice group, office or timekeeper.”69 After a
peer group is generated, Peer Monitor will aggregate the data among the
selected metrics and filters.70 Immediately the user will be able to see the
aggregate data for the specific peer group compared against its own firm. 71
Moreover, user activities are monitored to further regulate the privacy of
individual law firm data.72 Aggregating the data ensures a win-win
situation for clients that are pushing their data to Peer Monitor.73 Users can
track market trends and pinpoint relative performance against their own
firms while their personal data remains protected.74
Beginning at the installation phase, Peer Monitor takes steps to
regulate the accuracy of the inputted data to capture the most precise
picture of the market.75 The system is compatible with a majority of billing
software, and it can be set up on site in two to three weeks.76 The
installation process ensures that data being pushed from a law firm will
comport with the firm’s system’s metrics.77 To guarantee that the
comparison data is equivalent across the entire system, Peer Monitor
continuously maintains contact with clients.78 For example, a user will not
question whether its firm’s third-year associate has the same experience as
a third-year associate in its peer group.79 Experience is classified by the
number of months in practice as well as other determinative factors to give

68.
69.
70.
71.
72.
73.
74.
75.
76.
77.
78.
79.
2013).

Id.
Id.
Id.
Id.
Id.
Id.
Id.
Id.
Id.
Id.
Id.
Telephone interview with Eleanor Gould, Marketer, Thomson Reuters (Dec. 3,
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clients the most accurate data.80 With these measures, clients can be
confident that the quantified data is both accurate and protected.81
Peer Monitor reporting allows clients to have a truly customized
experience. Timely data can be ascertained through flexible, on-demand
access, giving clients the control to either review the data online or export
it to Excel.82 Three main programs allow users to gain the most from the
quantitative data: Peer Check, Heat Map and Dashboards.83 Under the Peer
Check tab, a client selects metrics that it wants to use to view specific
data.84 Common metrics include: rates, revenue, profitability, expenses,
realization, productivity and efficiency.85 After choosing the metrics, the
client can immediately view the aggregate data and compare it against the
metrics of its firm.86 For example, if a client selected rates comparison,
then the standard hourly rate, agreed rate, billed rate and collected rate
would be mapped out for the specific time period selected.87 The user can
choose to receive the data in the form of a table, chart or plot graph.88 The
Heat Map allows a law firm to view multiple market areas and practice
groups at once on a monthly, quarterly or yearly basis.89
Through Peer Monitor’s platforms, the ways in which clients can use
quantitative data are endless. A law firm can compare practice group
performance in a detailed manner, allowing clients to analyze factors such
as rates, leverages and discounts.90 By comparing worked, billed and
realized rates, a user can even identify various types of rates and realization
by practice, office or timekeeper class.91 Furthermore, a law firm can

80. Id. One determinative factor may include information from billing reports, such as
a specific task for which the attorney is billing. For example, “discovery” on a billing report
would be further broken down to appropriately categorize the attorney. When comparing
multiple markets, a client can determine whether a third-year associate in D.C. is more or
less experienced than a second-year associate in North Carolina because the billing report
specifies the type of work that the attorney performed. Within the discovery category, a
client could determine if one associate had more litigation and deposition experience and if
another associate was still doing document review. Id.
81. Id.
82. Reporting, THOMSON REUTERS, https://peermonitor.thomsonreuters.com/?page_
id=33 (last visited Apr. 5, 2014).
83. Telephone interview with Eleanor Gould, supra note 79.
84. Id.
85. Id.
86. Id.
87. Id.
88. Id.
89. Id.
90. PEER MONITOR EXECUTIVE OVERVIEW, supra note 60.
91. Id.
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compare its productivity data with data from other firms to recognize the
correlation between a firm’s productivity and revenue.92
In addition to providing data analytics crafted to boost performance,
Peer Monitor caters to attorneys through its user-friendly interface. With
unlimited online access, any attorney with clearance from his or her law
firm can use its Peer Monitor software through an online login.93 The
ability to create peer groups for comparisons and the comprehensive layout
are just two examples of how the system avoids unnecessary confusion and
provides users with useful data analysis.94 Designated tabs with built-in
instructions separate each method of data analysis.95 These features enable
attorneys to acclimate quickly and are especially valuable to law firms that
do not have cutting-edge technology departments.96 For clients that choose
not to use the Peer Monitor interface, Thomson Reuters provides an
alternative, Direct Delivery Reporting, which delivers the data straight to
its clients so they do not have to spend time navigating the Peer Monitor
website.97
Overall, Peer Monitor provides clients with the ability to compare
their data against the market on multiple levels. Thomson Reuters takes
great strides to make the platform user-friendly so that clients can fully
understand what the data conveys. By using Peer Monitor, a law firm is
able to manipulate data in various ways to compare its firm against its
competitors. Targeted peer groups equip law firms with the ability to use
the quantitative calculations to formulate more strategic business plans.
B. ALM’s Legal Intelligence and RivalEdge
Servicing seventy percent of the Am Law 100, ALM Legal
Intelligence offers clients exhaustive business information and competitive
intelligence on the top 500 law firms, 1,000 companies, and an additional
1,500 mid-size to large law firms.98 Legal Intelligence is an online
database that provides clients with a wide range of in-depth surveys,99
while RivalEdge is an awareness tool that allows firms to track the moves

92. Id.
93. Telephone interview with Eleanor Gould, supra note 79.
94. Peer Monitor Platform Overview, supra note 59.
95. Id.
96. Telephone interview with Eleanor Gould, supra note 79.
97. Reporting, supra note 82.
98. Telephone interview with Brad Keckler, Account Executive, ALM Legal
Intelligence (Nov. 19, 2013).
99. Id.
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of their competitors.100 Both products incorporate different features, but
when coupled together, the full ALM service provides law firms with the
opportunity to use big data to strategically plan for their future success.101
1.

Legal Intelligence

ALM’s Legal Intelligence enables law firms to assess major domestic
and international competitors.102 It focuses on providing law firms with
competitive intelligence to evaluate market competitors while also keeping
track of the firms’ own performances.103 Legal Intelligence compiles
market data into surveys that are available for purchase on an individual or
subscription basis.104 The Research Store allows clients to browse surveys
organized by source, name, category, price and date last modified.105 Law
Firm Reports contain detailed information such as firms’ histories, contacts
and financial information, and are also available for download.106 Clients
can view the history of a selected law firm over various time periods,
including the past year, three, five or ten years.107 A law firm report
features contact information, key contacts, financial information, pro bono,
diversity and compensation information, giving law firms the opportunity
to see a detailed overview of their competitors within one
communication.108
Additionally, clients can search the database, which contains more
than 55,000 attorney-specific rates, to capture the billing practices of their
competition.109 With this information, law firms can benchmark and
negotiate rates with certainty.110 Access to current billing rates equalizes

100. Bill Mickey, ALM Acquires RivalEdge Curation Platform, FOLIO (Sept. 13, 2012),
http://www.foliomag.com/2012/alm-acquires-rivaledge-curation-platform#.
Uq9k6ZHuW0s.
101. See id.
102. Surveys, Lists & Rankings, ALM LEGAL INTELLIGENCE, http://www.almlegalintel.
com/SurveyRankListing.aspx (last visited Apr. 5, 2014); see also About ALM Legal
Intelligence Online, ALM LEGAL INTELLIGENCE, http://www.almlegalintel.com/
AboutUs.aspx (last visited Apr. 5, 2014).
103. About ALM Legal Intelligence Online, supra note 102.
104. Telephone interview with Brad Keckler, supra note 98.
105. Surveys, Lists & Rankings, supra note 102.
106. Law Firm Reports, ALM LEGAL INTELLIGENCE, http://www.almlegalintel.com/
LawFirms.aspx (last visited Apr. 5, 2014).
107. Id.
108. Id.
109. Billing Rates, ALM LEGAL INTELLIGENCE, http://www.almlegalintel.com/ALI/
billingrates (last visited Apr. 5, 2014).
110. See id.
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the playing field when law firms are trying to attract new clients.111
Strategically using data from peer firms to justify rates helps eliminate the
weaknesses in blind negotiations.112
In addition to law firm reporting, Legal Intelligence has an extensive
corporate legal market database.113 In order to start developing a
professional relationship before the first meeting, the directory encourages
law firms to “connect with corporate America” to improve their “insight
and awareness” of the market.114 Legal Intelligence brings additional
transparency to the market by allowing firms to discover which clients are
working with which firms and at what cost.
2.

RivalEdge

In acquiring the proprietary technology of RivalEdge, ALM has gone
beyond providing law firms with numerical data centralized around
pricing.115 With two main products, FirmWatch and LateralWatch,
RivalEdge acts as Big Brother, tracking the moves of competitors.116
FirmWatch “monitors law firm news, events[,] publications and social
media to provide daily summary alerts on the activity of any law firm
selected by the subscriber.”117 LateralWatch “tracks job changes of legal
executives.”118 Similar to the approach of Twitter and Facebook,
RivalEdge allows clients to “follow” law firms, elevating competitor
research.119 For example, the people-tracking function monitors in real
time which firms are gaining and losing partners, which areas of the
country partners are moving to and from, and which practice areas are
growing and being scaled back.120

111. See id.
112. See id.
113. In-House Law Departments Directory, ALM LEGAL INTELLIGENCE,
http://www.almlegalintel.com/ALI/InHouseDirectory (last visited Apr. 5, 2014).
114. Id.
115. Features, ALM RIVAL EDGE, http://rivaledge.com/index/features.php (last visited
Apr. 5, 2014).
116. Mickey, supra note 100.
117. Id.
118. Id.
119. Telephone interview with Brad Keckler, supra note 98. See also ALM Acquires
RivalEdge, CITYBIZLIST (Sept. 13, 2012), http://newyork.citybizlist.com/article/almacquires-rivaledge.
120. See Colin O’Keefe, ALM Rival Edge Takes Competitor Research to a Whole New
Level—Phil Flora, LXBN (Feb. 1, 2013), http://www.lxbn.com/2013/02/01/alm-rival-edgetakes-competitor-research-to-a-whole-new-level-phil-flora (discussing the features of the
people tracking function at 1:10); see also Law Firms, ALM LEGAL INTELLIGENCE,
http://rivaledge.com/index/law_firms.php (last visited Apr. 5, 2014).
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RivalEdge fills the gap between business intelligence and strategic
planning.121 While the platform currently follows around 1,500 law firms,
it allows users to request that certain firms be followed.122 Unlike Legal
Intelligence, which is updated monthly, RivalEdge notifies clients with
daily updates.123 Clients can elect to receive alerts if anything happens with
a selected firm, including items in the news, firm events, publications, news
on the firm’s partners and other professionals, social media presence and
more.124 RivalEdge deciphers the relevant information and delivers it to its
clients daily, eliminating the need for a communications director to spend
hours filtering through social media and news sources to keep up with the
competition.125 Its “innovative technology will serve as the foundation for
a ‘listening platform,’” tracking industry news and bringing efficiency to
the market.126 To avoid the big data overload that scares off many clients
that are not tech-savvy, RivalEdge brings the intelligence directly to the
user in one manageable service.127
The technology behind RivalEdge utilizes “sophisticated algorithms in
order to locate and parse articles that are of interest to users from both the
open Web and from trusted sources.”128 While there are other competitors
in the listening platform space, RivalEdge differentiates itself in the way
that it locates and delivers information.129 Monitoring thousands of online
sources, including social media, the search function aggregates relevant
information into personalized e-mail alerts and sends it to subscribers.130
RivalEdge’s reports aim to prevent busy attorneys from missing out on
important competitor information.131 Unlike similar products that collect
sources solely based on user-selected terms, RivalEdge utilizes technology
that locates content based on related concepts, casting a much wider net for
clients.132 ALM President and Chief Executive Officer Bill Carter projects

121. See Law Firms, supra note 120.
122. Telephone interview with Brad Keckler, supra note 98.
123. Id.
124. ALM Acquires RivalEdge, supra note 119.
125. Id.
126. Id.
127. Id.
128. Id.
129. Id.
130. Monica Bay, Daily Business Review Parent ALM Buys Online Service Firm
RivalEdge, DAILY BUS. REV., Sept. 14, 2012, at A8, available at http://roarmedia.com/wpcontent/uploads/2012/09/GT-Hilarie-Bass-op-ed-Daily-Business-Review-09.14.2012.pdf.
131. See id.
132. ALM Acquires RivalEdge, supra note 119. (“For example, rather than only
returning articles that contain the words ‘intellectual property law’ within them, RivalEdge
technology can locate relevant articles regarding a recent copyright decision that will be of
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that RivalEdge’s technology will become a way for legal professionals to
“stay on top of their practices, industries, and competitors in a more
efficient way.”133
According to the ALM 2013 Competitive Intelligence Report, eightytwo percent of firms are acquiring more competitive intelligence than they
were two years ago, while only sixteen percent of firms believe that their
competitive intelligence function has had the desired impact.134 RivalEdge
seeks to turn big data into information that law firms can actually use to
make more informed, strategic decisions.135 It recognizes that industry
changes occur quickly and that firms cannot wait until the next billing
cycle to be updated.136 For example, in a single week in March 2013, Am
Law 200 firms added thirty-six new partners while losing fifty-nine, and
added 193 associates while losing 161.137 It is not feasible for a law firm to
track the fast movements of its competitors, especially when most of the
updates are not provided on firms’ websites.138 RivalEdge aggregates this
information from across the Web and centralizes it in a manner that is
useful to its clients.139 Armed with centralized information, law firms can
integrate competitive intelligence into their strategy plans.140 Thus, law
firms can develop around the growing, unmet needs in the market.141
RivalEdge bridges the gap between raw data and using aggregated
data to increase profitability.
With Legal Intelligence bringing
transparency to the market in the form of billing rates, productivity and
market trends, RivalEdge allows law firms to determine where the
marketplace is actually headed. The blend of competitive intelligence with
related tracking provides law firms with the information they need to
generate an “action plan based on real information.”142 ALM’s Legal
interest to IP lawyers—even if those precise search terms do not appear in the text of the
documents.”).
133. Bay, supra note 130.
134. Telephone interview with Brad Keckler, supra note 98. See also ALM RIVAL
EDGE, LEVERAGING ACTIONABLE COMPETITIVE INTELLIGENCE 1 (2013), http://info.law.com/
rs/alm/images/Leveraging%20Actionable%20Competitive%20Intelligence%20%20ALM%20RivalEdge.pdf?mkt_tok=3RkMMJWWfF9wsRokuaXBZKXonjHpfsX56usu
W6Kziokz2EFye%2BLIHETpodcMTspiPa%2BTFAwTG5toziV8R7PAJc1sws0QXhPj
[hereinafter ALM RIVALEDGE WHITE PAPER].
135. ALM RIVALEDGE WHITE PAPER, supra note 134.
136. See id. at 2, 4.
137. Telephone interview with Brad Keckler, supra note 98. See also ALM RIVALEDGE
WHITE PAPER, supra note 134, at 2.
138. ALM RIVALEDGE WHITE PAPER, supra note 134, at 2.
139. Id.
140. Id.
141. Id. at 2–3.
142. Id. at 4.
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Intelligence and RivalEdge stem from the core resolve of getting law firms
to “look beyond the usual metrics” and consider “more predictive
measures,” which can be foundational to strategic business development.143
Turning massive amounts of data into “actionable intelligence” will define
how firms attain success in the new legal market.144
C. TyMetrix’s MatterAnalyzer
TyMetrix is the dominant figure and “global leader in intelligent
enterprise legal solutions.”145 Noted for being the first company to deliver
legal e-billing, TyMetrix continues to leverage new technological
capabilities to revolutionize legal services.146 New to the market in 2013,
TyMetrix’s MatterAnalyzer goes beyond just data mining.147
MatterAnalyzer was created to allow law firms to adapt to the “new
normal” that resulted from the economic downturn.148 It gives the power of
knowledge to law firms, allowing them to remain competitive in the new
marketplace.149 A law firm cannot just analyze its own performance to
guide future decisions. In order to stay ahead of competitors, it “must
understand how [its] firm stacks up against [its] competitors and how to
best position [itself] to show value to corporate clients.”150 MatterAnalyzer
helps law firms understand this developing trend, as it focuses on
delivering three main benefits to its users: (1) operating profitably, (2)
growing margins, and (3) securing new business.151
Unlike products that utilize self-reported survey responses,
MatterAnalyzer “is powered by LegalVIEW, a proprietary data warehouse
which contains over $45 billion dollars in actual, highly-detailed invoice
and matter data[.]”152 The range of LegalVIEW is continually growing “as
additional metrics are added from over 17,000 law firms worldwide,
representing 398 million hours of legal services, from over 286,000

143. LEXISNEXIS WHITE PAPER, supra note 41, at 6.
144. ALM RIVALEDGE WHITE PAPER, supra note 134, at 4.
145. Law Firms Gain Competitive Advantage for Business Growth With $45 Billion of
Data From TyMetrix MatterAnalyzer, MARKET WATCH (Sept. 24, 2013, 8:30 AM),
http://www.marketwatch.com/story/law-firms-gain-competitive-advantage-for-businessgrowth-with-45-billion-of-data-from-tymetrix-matteranalyzer-2013-09-24.
146. Our History, TYMETRIX, http://tymetrix.com/history/ (last visited Apr. 5, 2014).
147. Gain a Pricing Advantage, supra note 7.
148. Id.
149. Id.
150. Id.
151. Id.
152. Id.
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timekeepers.”153
The wide scope of LegalVIEW ensures that
MatterAnalyzer users are receiving real numbers in real time.154
MatterAnalyzer’s meticulous risk analysis benefits users so that they
can operate more profitably and implement methods for more effective
practice management.155 By providing knowledge, transparency and realtime data, clients can take advantage of the opportunities that the new
normal legal market generates.156 Firms can visualize where they stand
because “MatterAnalyzer results can be personalized by inputting a firm’s
own variables to assess the effectiveness of pricing or staffing strategies vs.
the marketplace.”157
Similar to most areas of business, corporate legal departments are
“under intense pressure to reduce expenses without increasing risk.”158 The
economic downturn opened the door for boutique law firms and nontraditional providers to attain work that was formerly outsourced
exclusively to large firms.159 Companies that are facing the need to cut
costs are seeking to predict their legal spend.160 The amount of work
assigned to law firms is increasing as the number of law firms receiving the
work is decreasing.161 Clients are selecting law firms that not only deliver
quality performance, but also have “billing models that are closely aligned
with corporate law departments’ objectives.”162 Legal departments are
using big data to determine which law firms fit best within their projected
costs.163 Without such information, law firms will not understand their
clients’ needs and will potentially lose business to competitors that are
leveraging business intelligence to make well-informed decisions.164
“Effective [client] negotiation requires objective reliable information” that
is not found in self-reported data.165 With the transparent market that
MatterAnalyzer provides, law firms can ensure that their “rates and
operating costs are in line with those of their peers.”166

153.
154.
155.
156.
157.
158.
159.
160.
161.
162.
163.
164.
165.
166.

Id.
Id.
Id.
BUSINESS INTELLIGENCE WHITE PAPER, supra note 23, at 3.
Gain a Pricing Advantage, supra note 7, at 2.
BUSINESS INTELLIGENCE WHITE PAPER, supra note 23, at 3.
Id.
Id.
Id.
Id.
Id.
Id. at 3.
Id.
Id. at 2.
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TyMetrix’s solutions provide law firms with the business intelligence
that companies are already leveraging to procure legal services. The userfriendly, integrated platform delivers actionable intelligence that law firms
can use to calculate market trends and to “develop, implement and leverage
best practices.”167 But MatterAnalyzer does not overload attorneys with
their data or that of the market. Instead, matters are segmented in a highly
detailed manner, allowing attorneys to “analyze matters at a very high level
or refine them down to individual phase and task codes.”168 This
intelligence ensures that law firms are no longer “flying blind” when
partaking in negotiations.169 Furthermore, firms gain confidence in their
alternative fee arrangement offerings because they know “the reality of
pricing in the market.”170
As distinguished from other products on the market, TyMetrix’s
LegalVIEW database, which fuels programs like MatterAnalyzer, is the
largest and the most granular.171 The data collected is more accurate than
self-reported surveys, and oftentimes more accurate than other data mining
solutions, because TyMetrix logs the work based on where the timekeeper
is actually located.172 Location of the timekeeper is the number one driver
of billing rates.173 MatterAnalyzer is designed to afford law firms with
market awareness and predictability, which equalizes the playing field.174
MatterAnalyzer “provides legal professionals with benchmarking
intelligence on matter-based fees, durations, staffing allocations, and hourly
rates so that law firms, corporate legal, and claims departments can price,
plan and budget legal services.” 175 Through this platform, law firms can
assess their current pricing strategies and generate more effective future
models.176 The online platform allows users to customize their experience
based on their needs.177 Users configure a matter profile based on location,
matter type, firm Am Law ranking and practice area.178 Metrics can be
narrowed within the practice area to select specific actions, such as patent

167. Id. at 6.
168. Gain a Pricing Advantage, supra note 7.
169. Telephone interview with Holly Montalvo, Director of Legal Analytics, TyMetrix
(Nov. 20, 2013). See also BUSINESS INTELLIGENCE WHITE PAPER, supra note 23, at 7.
170. Gain a Pricing Advantage, supra note 7.
171. Telephone interview with Holly Montalvo, supra note 169.
172. Id.
173. Id.
174. Id. See also Gain a Pricing Advantage, supra note 7, at 2.
175. TyMetrix LegalVIEW MatterAnalyzer, supra note 10.
176. See id.
177. Telephone interview with Holly Montalvo, supra note 169.
178. Id.
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disputes within intellectual property law.179 Data is shown in the form of a
bar graph, pie graph and numerical chart.180 The total fees, total hours and
blended rate summaries are illustrated by a bar graph that charts the 25th
percentiles, weighted mean, and the 75th percentiles of the selected
profile.181 The hour allocations are also broken down to show who is
billing for a specific matter between partners, associates, paralegals and
other legal professionals.182
In a more granular format, allocation of fees, hours and hourly rates
by role are charted to clearly illustrate the specific data.183 For example, in
a healthcare patent litigation matter requiring over 1,500 hours for an Am
Law 100 firm, the median hourly rate for a partner is $699, while the 75th
percentile bills $825 an hour.184 In addition to providing an accurate
depiction of the market, MatterAnalyzer allows a user to predict the effects
of inputted variables.185 Through the input model data function, a user
enters numbers such as hours, hourly rates and other costs under each of
the following categories: partner, associate, paralegal, and other.186 The
user instantly sees how individual variables translate in dollar and marginal
form against the 25th percentiles, mean and 75th percentiles of the specific
market selected.187
In addition to seeing the big picture that the basic functions of
MatterAnalyzer provide, a user can narrow metrics even further to focus on
individual phases and tasks within a matter.188 Law firms can provide
corporate clients with the cost predictability they are looking for because
MatterAnalyzer equips them with the ability to tell a prospective client how
much a specific matter will cost, such as the fees for pre-trial pleadings and
motions.189 Law firms utilizing this information to create more competitive
billing offerings will “stay ahead of competitors, win more business, and
secure ongoing profitability.”190
Companies are looking for innovative law firms to do business with,
and MatterAnalyzer provides solutions for law firms to reach their goals
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under a win-win arrangement.191 Strategic insight through actionable
competitive intelligence ensures that law firms are not caught off guard by
the reality of the market.192 MatterAnalyzer supplies law firms with the
information they need to make strategic decisions and become more
efficient.193 Unlike other legal performance data solutions, MatterAnalyzer
collects real data that can be filtered down to the most specific level.194
Law firms can use the innovative benchmarking algorithms to fairly
negotiate with sophisticated clients that also have market knowledge.195
The sheer magnitude of TyMetrix’s LegalVIEW database, which grows
daily, and its ability to break down metrics to individual phases and tasks,
provides users with a competitive advantage over their peers with respect to
market intelligence.
CONCLUSION
Law firms will get lost in their own data. With multiple interfaces
handling different data functions, firms must strategically centralize what is
essential.196 Business intelligence highlights which areas need better
management.197 Solely focusing on standard billing rates will cause law
firms to misunderstand their profitability.198 Corporate clients are
determined to cut their legal spending, and law firms need to be equipped
to make the necessary changes to their billing arrangements. QLC products
allow law firms to work smarter because they affect profitability on
numerous levels, including billing, timekeeping, staff productivity and
strategic planning.199 Data should not be a burden to law firms; rather, it is
a unique and highly useful tool that provides law firms with the opportunity
to know almost everything about the legal market, industries, clients and
competitors.200
Due to the sheer amount of internal and external data in the legal
market, a firm must turn to QLC products for answers. The three products
reviewed in this Comment offer a glimpse into the current market of QLC
191. Telephone interview with Holly Montalvo, supra note 169.
192. Id.
193. Id.
194. Id.
195. Id.
196. See LEXISNEXIS, THE 6 PROFIT POINTS OF EVERY LAW FIRM 2–3 (2013),
http://www.lexisnexis.com/law-firm-practice-management/documents/whitepaper_
6ProfitPoints.pdf.
197. Id. at 3.
198. Id. at 2–3.
199. See, e.g., id. at 2.
200. Id. at 4 (“Simply put: work smarter, not harder.”).
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products. Thomson Reuters’ user-friendly Peer Monitor allows access in a
manner designed to protect law firms’ data. ALM’s RivalEdge connects
the dots between data in the market and the actual decisions being made in
real time to encourage strategic planning. TyMetrix’s MatterAnalyzer
offers the most accurate picture of the legal market, allowing users to
forecast the effect of variables on overall profitability. Each platform
excels in something unique to the market, however, the common theme
each share is that they utilize business intelligence to impact law firms’
future profitability.
Despite long resistance to the corporate model, a law firm is a
business. QLC products provide the best way for law firms to adapt to the
new normal of the buyer’s market because the products give law firms the
opportunity to equalize bargaining. With products like those profiled in
this Comment, law firms can approach profitability like a business and
evaluate where improvement is needed most. QLC products bring
transparency to the legal market, enabling law firms to maintain clients and
improve business development in innovative ways. Business intelligence is
vital to a law firm’s success moving forward in the changing legal market,
and law firms would be wise to take their futures into their own hands by
using QLC products.
Caitlin M. Goforth
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